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PHILIP MORRIS USA _ INTER-QFFICE CORRESPONDENCE 

2 j 120 PARK AVENUE, NEW YORK, NY 10017-5592 

'-7 f to: Distribution date: December 20, 1991 

from: Marketing Information & Anaiysis/Ellen Fitzgerald 

SUBJECT: INDUSTRY COUPON ACTIVITY 

Attached are the latest monthly trends of the Full Margin and Price Value competitive 

supermarket and convenience store coupon information (through November 3, 

1991) as reported by various data sources. 

.FuU.Ma. r flin 

• Full Margin couponing for the industry in supermarkets remained flat at 17% of 
volume sold on coupon. This level of activity is low relative to the first three 
quarters of 1991, but consistent with the prior period. Additionally, FM coupon 
activity versus the prior period declined in Convenience outlets: -7 points to 13% 
volume sold on deal. 

• R.J. Reynold's support of Full Margin brands in supermarkets for the Fourth 
Quarter 1991 remained low relative to the remainder of the year: 18% volume 
sold on coupon. In addition, coupon support to C-Stores declined significantly: 
-17 points to 26% volume sold on coupon. However, coupon values for RJR's 
Full Margin brands increased and the supermarket coupon vehicle shifted to 
predominantly on-carton. 

• Due to an increase in PM's support to FM during this period (+4 points to 17% 
volume sold on coupon), PM's level of FM coupon activity was, for the first time, 
consistent with RJR's. PM's increase was driven by residual direct mail coupons 
for Marlboro and FSI‘s evident for Virginia Slims, Merit and B&H. 

• Loriliard reinstated the $4.00 Catalina Solution register receipt program in 
support of Newport during Fourth Quarter 1991. Overall support to the brand 
remained low: 6% volume sold on coupon. 

Price Value 

• PV couponing for this period reached an historical high (57% volume sold on 
coupon) with all key manufacturers increasing coupon levels and values. 
Increased levels of support continue to primarily reflect higher coupon 
activity/values to Sub-Generic brands. 

« RJR increased Price Value support +5 points to 78% volume sold on coupon. 

This represents the highest level of couponing historically for RJR's Price Value 
brands, as well as the highest level of Price Value support among the 
manufacturers. This shift was driven by increased coupon availability and values 
to Doral this period. The manufacturer decreased overall support to Sterling and 
Magna, although, RJR did increase the levels of higher value couponing ($2.00) 
for the Sub-Generic brands. 

• B&W and Liggett increased the level and value of coupon support to Sub-Generic 
entries Raleigh Extra and Pyramid. 

If you have any questions or comments, please do not hesitate to call. 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
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FULL MARGIN FINDINGS 

• Full Margin couponing for the industry in supermarkets remained fiat at 17% of 
volume sold on coupon. This level of coupon activity is low relative to the first 
three quarters of 1991, but consistent with the prior period. Additionally, FM 
coupon activity versus the prior period declined in Convenience outlets: -7 points 
to 13% volume sold on deal. 

Lower levels of couponing in both supermarkets and C-Stores were driven 
primarily by declining support by RJR to their major Full Margin brands. Total 
coupon activity in supermarkets remained flat versus the prior period, although 
significantly lower across certain brands relative to 1st, 2nd and 3rd Quarters 
1991 including: Winston: 14% of volume, Salem: 24% of volume, Camel Filters: 
4% of volume and Vantage: 27% of volume. In C-stores, couponing support 
declined significantly versus the prior period for Winston -44 points to 16% 
volume sold on coupon, Camel Filters -10 points to 15% and Salem -13 points to 
21 %. 

The decrease in supermarket couponing activity is attributable to declining levels 
of media-delivered and direct mail programs. On-carton couponing for RJR's FM 
brands, which had declined significantly in the prior period, increased for the 
most current period. In addition, higher value coupons were evident for Camel 
($4.00 couponing represented 16% of couponed volume), Salem ($3.Q0/$4,00 
couponing represented 76% of couponed volume), Vantage ($3.00 couponing 
represented 54% couponed volume). However, levels of $3.00/$4.00 value 
couponing for Winston declined versus the prior period: -28 points to 36% of 
couponed volume 

• Philip Morris 1 Full Margin activity increased slightly this period: +4 points to 17% 
of volume sold on coupon. The impact of Marlboro's recent direct mail effort is 
still evident, with 11% of the brand's volume sold on coupon in supermarkets. 

Merit, Virginia Slims and Benson & Hedges indicated relatively high levels of 
coupon activity (17%, 29% and 26%, respectively), reflecting recent FS1 coupon 
activity for each of these brands, 

• Brown & Williamson's support to Full Margin brands increased versus the prior 
period: +6 points to 15% of volume, driven by increased levels of couponing for 
Kool. Following a trend similar to Fourth Quarter 1990, coupon support for Kool 
increased significantly: +10 points to 25% of volume, with $3.00 on-carton 
coupons as the primary vehicle. B&W is not currently supporting either Capri or 
Belair Full Margin with coupons. 

• Lorillard reinstated the $4.00 Catalina Solution program in support of Newport 
during Fourth Quarter 1991. However, the brand's overall level of coupon 
support remains low (6% volume sold on coupon), with the register receipt 
coupons representing 58% of couponed volume. Coupon support for Kent 
increased slightly this period (+5 points to 22% of volume) driven by a $2.00 FSI 
coupon program. On-carton couponing decreased for True during this period, 
with couponing redemption down -12 points to 46% of volume. 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
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• Liggett's support of FM brands decreased slightly versus the prior period, driven 
by declines in Eve's FS! coupon activity. Additionally, coupon support declined 
for Lark (-15 points to 10% volume on coupon), as Liggett decreased on-carton 
support to the brand. 

EB I CE V ALUE. FI N D I NGS. 

• Industry levels of Price Value couponing reached a new high this period: 57% of 
volume sold on coupon, +4 points versus the prior four-week period, with RJR, 
PM, B&W, Liggett and American increasing levels of support to Price Value 
brands. 

• RJR increased Price Value support +5 points to 78% volume sold on coupon. 

This represents the highest level of couponing historically for RJR's Price Value 
brands, as well as the highest level of Price Value support among the 
manufacturers. 

Importantly, the increase in support to RJR's PV brands was driven primarily by 
increased couponing for Doral (+4 points to 86% volume sold on coupon). In 
addition to increased levels of support, RJR continues to increase coupon values 
for the brand: $4.00 coupons represented 57% of Doral's couponed volume and 
$4.50/$5.00 coupons represent 8% of couponed volume. 

RJR's support to Sub-Generic brands decreased this period (Sterling, -46 points 
to 35% volume sold on coupon and Magna, -23 points to 43% volume), however, 
coupon values increased ($2.00 coupons represented 70% of Sterling's and 
55% of Magna's couponed volume). 

• Philip Morris' support to PV brands increased +3 points to 72% volume sold on 
coupon. Cambridge's volume on coupon remained relatively flat (79%), 
however, $4.00 couponing for the brand increased +8 points to 52% of couponed 
volume. Coupon activity for Alpine increased this period (+8 points to 70% 
volume sold on coupon), and, as with Cambridge, the level of higher value 
couponing also increased: $4.00 couponing increased +28 points to 59% of 
couponed volume. 

Coupon activity for Bucks increased +3 points to 32% volume sold on coupon. 
Some FSI activity is evident for the brand (11% couponed volume), however, the 
primarily coupon vehicle remains $3.00 on-carton coupons (83% couponed 
volume). 

Bristol's volume sold on coupon remained relatively flat at 69% versus the prior 
period with $1.00 on-carton coupons the primary coupon vehicle. 

• Brown & Williamson returned to former levels of coupon support for Viceroy after 
posting a declined during the prior period: +10 points to 62% volume on coupon. 
B&W continued to support Viceroy primarily with $4.00 on-carton coupons: 90% 
of couponed volume. $5.00 on-carton couponing declined versus the prior 
period: -18 points to 3% of couponed volume. Overall coupon support for 
Richland 20’s declined versus the prior period: -18 points to 39% volume sold on 
coupon. As with Viceroy, the primary coupon vehicle for this brand is $4.00 on- 
carton coupons: 81% couponed volume. There is no evidence of $5.00 
couponing in supermarkets for this brand. 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
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• American's support to their Sub-Generic entries increased +5 points to 60% 
volume sold versus the prior period. Volume sold on coupon increased for Misty 
(+18 points to 28%), while Bull Durham remained flat (21%). Both brands 
continue to be supported primarily by FSI's. Coupon support to Montclair 
increased +3 points to 55% volume sold on coupon, with on-carton couponing as 
the primarily coupon vehicle (64% couponed volume). Additionally, some media- 
delivered couponing is evident for the brand (25% couponed volume). 

B&W increased support to Sub-Generic entry Raleigh Extra this period with 
increased levels of coupon support (+5 points to 60% volume sold on coupon) 
and coupon values ($2.00 coupons increased +22 points to 33% couponed 
volume). 

• Following the lead of the remaining manufacturers, Liggett increased support to 
Sub-Generic entry Pyramid: +11 points to 48% volume on coupon. Support 
included $1.00-off carton FSI (19% couponed volume) and $1.00/$2.00 on-carton 
couponing. 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 


2073132239 



i ^ 


PHILIP MORRIS 

PERCENT VOLUME SOCQ ON COUPON A NO AVERAGE COUPON VALUE 
SUPERMARKETS 



R.J. REYNOLDS 

PERCENT VOLUME SOLO ON COUPON AND AVERAGE COUPON VALUE 
SUPERMARKETS 

AVUiIfMVSV 



BROWN A WILLIAMSON 

PERCENT VOLUME ON COUPON AND AVERAGE COUPON VALUE 
SUPERMARKETS 


AVC-iCPNVM 



AMERICAN 

PERCENT VOLUME ON COUPON AND AVERAGE COUPON VALUE 
SUPERMARKETS 

AVfJt.'PNVAl 



OPZZZiCLOZ 

LOR1LLARD 

PERCENT VOLUME SOLD ON COUPON AND AVERAGE COUPON VALUE 
SUPERMARKETS 



LIGGETT 

PERCENT VOLUME ON COUPON AND AVERAGE COUPON VALUE 
SUPERMARKETS 


Avr;<aniVA 4 



n'v. m«f ■*<»«. !.((•<. *.<>•{. 7o*f. nn\ 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





1 N J 


PHR.» MORRIS 

PERCENT VOLUME SOLD ON COUPON 
SUREN MARK ITS 

% VOUMMt fccca OM totweM 



R.J. REYNOLDS 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% VOLUMt MOLD ON COUPON 

1 «« . . . -■ i ..i — .....- . . 

• • . - 
II •> 

VI 



BROWN A WILLIAMSON 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



AMERICAN 

PERCENT VOLUME SOLO ON COUPON 
SUPERMARKETS 



IVZZZVZLQZ 


LORILLARD 


LIGGETT 


PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


“* VCtUMO •O.C ON COUPON 


* VCU*l *0(0 ON COUPON 


1 «• 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
















































P'HILIP MORRNI PRICE VALUE 
PERCENT volume sold cm coupon 
supermarkets 

% xaujum *ovd on oocjoom 



BROWN A WILLIAMSON PRICE VALUE 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

VIXUMI •OKo ON COUPON 



R.J. REYNOLDS PRICE VALUE 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

» VQLUMN SOLD OH CCUNCH 



AMERICAN PRICE VALUE 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% v olumk »<m.d on counon 



ZVZZZWLQZ LORILLARD PRICE VALUE 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


LIGGETT PRICE VALUE 
PERCENT VOLUME BOLD ON COUPON 
SUPERMARKETS 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 










t 


PHILIP MORRIS FULL MARGIN 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% MUM me ON CDUN9N 



TOTAL R J REYNOLDS FULL MARGIN 
PERCENT OF VOLUME SOLO ON COUPON 
SUPERMARKETS 





BROWN « WILLIAMSON FULL MARGIN 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


■> YOLOM* SOLD OH COUPON 


S VOLUMl «Ot.O «( COWON 


AMERICAN FULL MARGIN 
PERCENT VOLUME SOLO ON COUPON 
SUPERMARKETS 


. 

111 M 

. 

3* 

iiiiiiiiiilllliiiiiiiiK^-LL.La 

21 • 

1 O - 

♦ • 



7 *» u. * N » ■* 7 * «» o * a a -»!*•*« a -» 7 * « o r 


^ > o » c A b t >L = « 

V « « « i* ■ « U ■ -I 3 

o*o»”)*^3i < » -» 7 


ZPZZZIZLOZ 

LORILLARD FULL MARGIN 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


•» vaiuwe void on coupon 



LIGGETT FULL MARGIN 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% VOLUME SOLO ON COUPON 

1 «• i ■ ■ .i.i - -i - - i- ,ii- i— — . . 

»* • - 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 


































100% 


w% 


60 % 


40 % 


20 % 


0% 


100% 


80 % 


80 % 


40 % 


20 % 


0% 


WZZZVZLOZ 


PHILIP MORRIS 

PERCENT VOLUME SOLD ON COUPON BY TYPE 
PRICE VALUE FULL MARGIN 



R.J. REYNOLDS 

PERCENT VOLUME SOLD ON COUPON BY TYPE 


PRICE VALUE 



FULL MARGIN 




P OTHER 

■ ON CARTON 
□ MAH. 

■ FSI 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





















































































AMERICAN 

PERCENT VOLUME 80LQ ON COUPON BY TYPE 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 



































































































































LORILLARD 

PERCENT VOLUME SOLD ON COUPON BY TYPE 
PRICE VALUE FULL MARGIN 



BROWN & WILLIAMSON 
PERCENT VOLUME SOLD ON COUPON BY TYPE 
PRICE VALUE FULL MARGIN 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





























































































PHILIP MORRIS 

PERCENT VOLUME SOLD ON COUPON BY VALUE 



■ 500 

■ 450 

■ 400 
KH35Q 

■ 300 
LI 250 

■ 200 
H 150 
t -I 100 


100 % 

80% 

80% 

40% 

20 % 

0 % 


RJ. REYNOLDS 

PERCENT VOLUME SOLD ON COUPON BY VALUE 


PRICE VALUE 



100% 


80% 


60% 


40% 


20 % 


FULL MARGIN 



o% 






O 0- h- 
lu g 
< w O 


■ 500 

■ 450 

■ 400 
53 350 
S 300 
□ 250 

■ 200 
■ 150 
H 100 


LPZZ212LQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 



































































































































AMERICAN 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
PRICE VALUE Flfl I MARGIN 



■ 500 

■ 450 

■ 400 
IS 350 

■ 300 
□ 250 

■ 200 
B 150 

n ioo 


100 % 

ao% 

60% 

40% 

20% 

0% 


BROWN & WILLIAMSON 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
PRICE VALUE FULL MARGIN 



■ 500 

■ 450 

■ 400 
18 350 
@300 

□ 250 

■ 200 
■ 150 

□ 100 


2PZZZIZL0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 


























































































































































































































































































































PHILIP MORRIS 
DEAL ACTIVITY 
CONVENIENCE 



BROWN A WILLIAMSON 
DEAL ACTIVITY 
CONVENIENCE 



0SZZZIZ10Z 


LIGGETT 
DEAL ACTIVITY 


CONVENIENCE 



Source: https://www.i 


RJ. REYNOLDS 
DEAL ACTIVITY 
CONVENIENCE 



AMERICAN BRANDS 
DEAL ACTIVITY 
CONVENIENCE 



LORILLARD 
DEAL ACTIVITY 
CONVENIENCE 



.ucsf.edu/docs/trym0004 








PHILIP MORRIS PRICE VALUE RJ REYNOLDS PRICE VALUE 

DEAL ACTIVITY DEAL ACTIVITY 

CONVENIENCE CONVENIENCE 





Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 






























































































PHILIP MORRttt PULL MAR3IN RJ REYNOLDS FULL MARGIN 

DEAL ACTIVITY DEAL ACTIVITY 

CONVENIENCE CONVENIENCE 



5gim3gftBggB*gilMgg»6gBB3g|gHjgftBB <BmSim68BB3BnigjgfeSBBaSi8ing33&Bg 




























































MARLBORO 

IN-STOWB P«o4lOTK5NAL ACTIVITY 
toTAL US: WEEK E*4E#t*3 NOVEMBER a, 1M1 
SUPERMARKET* 


% HtMt «W 




::W 


wum «i unwn» * n iM HH s m s m Mii» i iwa w w n ii wnn wi > i mw i m i nm mi 

i j 5 ? ;* » * s * i i i i ^ * 5 H i « • : i ^ 5 * ? ■ S 


4<i.h 

1MI 

ir.H 


MARLBORO 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER a, 1»1 
SUPERMARKETS 



MARLBORO 


MARLBORO 


PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 






Z9ZZ£l£lOZ 


MARLBORO 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



MARLBORO 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

M«WT V«UM BT TTPt 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 































































































































hmon • M*oa*s 

IN-STOHB PROMOTIONAL. ACTIVITY 
TOTAL US: WIIK ENDING NOVEMBER 3, 1»1 
SUPERMARKET* 


BENSON A HE DOES 
IN'S TORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3, 1»1 
SUPERMARKETS 


% mo 


wami #r wmm' 



j L wMj pa t m i j p w » wm ii > i f 1 1 m fig n > 11 i^* i < m m i rt tm ymrry 

i : ; i i ? i i i s ; i ; i ^ : i : & s* s i 

I 9MMRMI % rr*» me »hab« I 


3 i £ £ 

^ ^ « n 


Or MARKET 



1 . _ 


. . ., . 

F %T Me tf 


WWWBw^Kfll CW4 VAL mm^m sbii UiANi 


TSZZCLSZOZ 


% v olu— »olo M emmo* 


DENSON A HEDGES 
PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


* vot-UMH on couoaw 


BENSON AND HEDGES 

THE IMPACT OF COUPON ACTIVITY ON SHARE TREND® 
SUPERMARKETS 


■mri or iMfwir 


• 

(ft • 

♦ ♦ 

. 

- 

. 

! 

► a 

• t • 

7 ♦ 

• r 

u • 

4 9 



*• 1 

1 ♦ 

• - 



S S 2 S S 


K » * ► ■ H ■ ? u t U - C S I. w ik K - » 

p n«» - ^ - . _ .. ______ 

T «« 7 ^ 7 7 * ■« » 7 7 4 « 9 




BENSON A HEDGES 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 


1 


(1D1 



11 


H 






M 


I 




Dim 
Bam 
Situ 
■u h 

fl|IM 

□ ** M 

□ ll.ll 
■ *t M 


BENSON & HEDGES 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

r»RC*lrt VOLUME BY TYPE 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





























































































MERIT MERIT 

PERCENT VOLUME SOLD ON COUPON BY VALUE PERCENT VOLUME ON COUPON BY TYPE 

SUPERMARKETS SUPERMARKETS 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 



















































































































































CAMBRIDGE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENfcUNG NOVEMBER 3, 1M1 
SUPERMARKETS 



**»<?(•*■*’ ^ ® » ■ •> » * 


Ik itm we 


CAMBRIDGE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER », 1901 
SUPERMARKETS 

wm« COUPOM TALUS 


MUM Of MAftKCT 



CPH'(M. 



ISZZZlZLtlZ 


CAMBRIDGE 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

X VOLUW* NM.0 ON COUPON 


X VOLUME ON COUPON 


CAMBRIDGE 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS iwm of nmrkct 


i ft 


» + 




CAMBRIDGE 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 


1 MX 

• IX 

• •X 

4#X 

MH 

I X 


■hn 

Bmh 

■ lIM 
□ **» 
Ml*** 
Bum 

Duh 
□ ti.it 

■ n.tt 



CAMBRIDGE 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

mmini volum »t rrm % 



Mon canton 
Dounci Hunt, 
■ret 

OOIHM 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 



















































































































































































■» 


% vronu mo 


YtRGiNIA SLIMS 

IH-STORK PROMOTIONAL ACTIVITY 
TOTAL U.S.: »V»IK IWDtNOi NOVKUMR i, 1M1 
SUPkftUARKBTS 

•HAM ** MAfttttT 



VIRGINIA SLIMS 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL OS; WEEK ENOWd NOVEMBER 3, ISSt 
SUPERMARKETS 

AVkMftk eo*Jro* vaum 


www. or mmik&t 


4.11 
l.tl 
III 

1.11 
t.M 
1 .tl 
I II 
Ml 
*11 



kta CM VAL 


8SZZ£|.£Z0Z 

VIRGINIA SLIMS 

percent volume solo on coupon 
SUPERMARKETS 

S rOLUM MlD Ofi COUPON 


11I 

::t 

?* 

::t 


» * i * i * t * , 




s A 2 * • * • o O o O « 

^ * i w i o e ^ i » 


> 9 

^ill 


-- _ . s s 

i »« ' • i ■ 


: : : s : 

? 7 j » * > 1 ^ * ■ <?»«» 


s » « D « a 3 

•» s ■ < « ? 


VIRGINIA SLIMS 


THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 






VIRGINIA SLIMS 

PERCENT VOLUME SOLO ON COUPON BY VALUE 
SUPERMARKETS 



■ mw 
Qmh 

■ (* M 

Bm m 

□uu 

Dum 

Dttit 

■ tl H 


VIRGINIA SLIMS 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 


mcKCcNT *«-uw nr tvr* 
l»l% 


»•* 

»•* 

»*% 

49 % 


lt> 
MX 
1 •% 


■ oN CARTOM 
DtmtCI MAH. 

■ F(l 
OOTHRR 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 




























































































































ALPINE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENOWO NOVEMBER X 1M1 
SUPERMARKETS 



ALPINE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENOWO NOVEMBER S, 1081 
SUPERMARKETS 


mm of mm nr 



6SZZZUS10Z 

ALPINE 


ALPINE 


PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

» vcm.iMi mid am eei#SN 


* «StUM Off COUMOM 


THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 


• MAW Of MAMXIT 



ALPINE 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



ALPINE 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 



■ ON-CARTOM 

□ DMHCT MAIL 

■ F*l 

□ OTHBI 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 










































































































































































































IM-STOWI PROMOTIONAL. ACTIVITY IN’* TOM PROMOTIONAL ACTIVITY 

TOTAL U*t WCRK RNOtNO NO VI MM R I 1M1 TOTAL USt WRIX INDINO NOV*MMR INI 

SUPRRMARKITS SUWtRMARKITS 



i 

HI 

a 

5 

« 

Z 

o 

5S 

< 3 

* K 
* M 

P 

o 



•I'UO’Jt 

>■ 

’ {ptl-l 

a 



Ol'dZ'fl 

S 


S 

tMU't; 

to 0 

V* _ 


0 S 

’ M'lH'it 

5 

at ui 

M-tuit 

i 

imfll 

<J 

(t 

§ 


H— H — I -f > I < I- 


IID«1 

list'll 

IllNII 

M-W-M 

M-rflr-M 

i*-u»r-*i 



4 - 4 .-l.- t - 




Hfltfll 

U/H/M 

I1DWII 

IfStl/ft 

ll'lwil 

u/urM 

mum 

ll/U/II 

•i/rirn 
«■/£»/• 1 
ttittm 

•* »im 

m/ipm 

tcstt/co 

Mrto/tt 
««/<•/11 
«*/«•/«» 

ttrtiril 

**m/» 

••/tmt 

M/tz/tt 

£#*/«»» 


Z « « 


/ A A * / * A 
— — — — — — — 
t. » <• • * » - 



ll»»t 

K-i»e-* 

>H«i 

U'llMt 

Il'itHU 
ll'S’J-tt 
»»•»»(■'« 
M-IUK 
04l({ 
«“rr 
M-U07 
iM'H 
*'»**'* i 
M'lirli 

ii'tirti 

•I'Zni 

H7II1I 

Hmrii 

««-*••*«( 

•put 

M-MN-t 

Il'tN't 

iH'lli 

tl'W-ll 

M'**f'*t 

M'iM'lt 

tl'rfV'tl 

ll-llif-tl 


A 



i : t : i 

in.; 



o 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





















BRISTOL BRISTOL 

IN*BTORE PROMOTIONAL ACTIVITY IM-STOfiB PROMOTIONAL ACTIVITY 


TOTAL US: WEEK ENDING NOVEMBER y IBS! WEEK I NO UNO NOVEMBER 1, INI 

SUPERMARKETS' SUPERMARKET* 



BRISTOL 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


* vo*.uw polo art coupon 


% MUM OH COUPON 


BRISTOL 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS » 



19ZZZVZL0Z 

BRISTOL 

PERCENT VOLUME SOLO ON COUPON BY VALUE 
SUPERMARKETS 



BRISTOL 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

pepccmt volimh »v typ* 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 






































Z9ZZUCZ.0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 


















Z9ZZ212L0Z 


WINSTON 

PERCENT VOLUME SOLD ON COUPON ST VALUE 
SUPERMARKETS 


WINSTON 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 


KRCtNT VOUJHK »T Tm 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 













































































































































SALEM 

PERCENT volume sold on coupon 
SUPERMARKETS 


V VOLUN* XX. 0 ON CWIPOH 


% volume ON COUPON 


SALEM 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS wm op imihokt 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 






























































































































































S9ZZ£l-£iOZ 


CAMEL FILTER 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 


CAMEL FILTER 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 








































































































































VANTAGE 

IN'BTORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3* mi 
SUPERMARKETS 

% ft ow n me 


•HAftC OF HMfWBT 


IM.t 

tl.l 



• • 


ji jHs i i i 


x » *» ». 




W £ £ 

^ M O 


i % »m me 


VANTAGE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3, 1M1 
SUPERMARKETS 


cooper* vmi* 



•HAPS op MMtKtT 

II 


1 





« ■ o * o 


£■ i. e ^ ^ *■ jj t a 5 


*vo cpn v»l 


VANTAGE 

PERCENT VOLUME BOLD ON COUPON 
SUPERMARKETS 

% vot.uniia sold <w coupon 


* VCK.UMC C« COUPON 


VANTAGE 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS imm of warkct 


i i* 
• • 





i • • 



99ZZ£L£iOZ 


VANTAGE 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



VANTAGE 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

MOCCNT VOUNM ftv TVM 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
























































































































































































3::r2isss;35 


< m* © ■ « 7 v 


A 2- i i. i 

» « A- n a 

^ I < » 7 


'S B^Sssii 

7 5¥»o*cfcO*>5 m * 


: s s i i : i ^ s i 5 s i u : i i : i i : M s 

o n * j( ^ 7 « m © jr o *? 7 ^ ■ * * 7 7 < s* © * 


L9ZZZVZL0Z 

MORE 

PERCENT VOLUME BOLD ON COUPON BY VALUE 
SUPERMARKETS 



MORE 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

HPICIN1 ««LIM >V TY*-1 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 











































































































































NOW 


NOW 


IN-STORS PROMOTIONAL ACTIVITY IN-STORE PROMOTIONAL ACTIVITY 

TOTAL OS; WEEK ENDING NOVEMBER 3, INI TOTAL US; WEEK ENDING NOVEMBER 3, INI 

SUPERMARKETS SUPERMARKETS 



NOW 


NOW 


percent volume solo on COUPON 
SUPERMARKETS 

% TI'll II— •OLD OH CUUPCW 


THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS *hm» or miat 





NOW 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 




NOW 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 


pcncgXT vmmm »y rm 

IM« 



iiih 



■ OM-CwrON 
□ontCT MAH 
■Ml 
Ooihui 


3 N • ? N N ^ <N A Y W i? is ■ * v ^ 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 

































































































































SBilli jgasBailBHiJSj 8 fc6888<ll88 5 ^3^88 


?BiSi5«SSS5HBSSBiSi5^SftaaaHieiSS5^SS85 


<m nNMAN iCAr-Ttim riK t -m mvtn 


n H.VHIM 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 


















































































































































































































































MAGNA MAGNA 

PERCENT VOLUME SOLD ON COUPON THE IMPACT OP COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS »v«u«, «*. co^ SUPERMARKETS 



VLZZZitlQZ 


MAGNA 


PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 




MAGNA 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

pmc«w yoauum by im 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 



































STERLING 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDMG NOVEMBER *, INI 
SUPERMARKETS 


STERLING 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER », I9S1 
SUPERMARKETS 



STERLING 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


% VOLUME OOL.O OM SOuMk 


STERLING 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS IW ,„ 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 


























































































DOAAL 

DIAL ACTIVITY 
CON VI Nil MCI 


•TIRLINQ 
DIAL ACTIVITY 
CON VI NIB MCE 


too 



*glll3i 3S>Bfia8ag|IISjaftBfiaBlgillg jg>8B 


1 oo 

• 0 



° ieim43ft6Ba8iHti3 43*&*BBi6HiS4 3ft&* 


I ■ «kvmM D 'tviii** t«nnrni« 

'WriUN.i ^^ 

HIM KVlMHMMI'HlH 


MAQNA 

DIAL ACTIVITY 
CONVENIENCE 


100 
BO 

■ 0 

70 

• 0 

SO 
40 

30 

ao 
10 

'iiiiiSSSftBsaaiiisssssftBSgHSSiiMSS&as 



IMAM Ml 

■«N» NH>H<MNiini«lYr 


| ■ %«*<*# nim*4*W*rmc,w» P wim .mi»h«hi~ 


ZLZZZVZLQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 








tlZZtltLQZ 


NEWPORT 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 


NEWPORT 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
































































































































































■I 



% CTCMM ntc 


TRUE 

im-stOre promotional activity 

TOTAL U.S.: WEEK END)NO NOVEMBER 3, 1M1 
SUPERMARKETS 


smkm or awm 


TRUE 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL U.8.: WEEK END)NO NOVEMBER 3, tflSI 
SUPERMARKETS 

AHHAS COUPON VMM 


«H*m or mahkkt 



TRUE 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


*v yqlum mid on coupon 


H VOLUME CM COUPON 


TRUE 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 






9LZZZIZL0Z 

TRUE 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



TRUE 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

rr«C*NT VOLUME BV ItVt 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 






























































































KENT 

IN-tTORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3, 1M1 
SUPERMARKETS 


KENT 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3, 1991 
SUPERMARKETS 







KENT 

PERCENT VOLUME ON COUPON BV TYPE 
SUPERMARKETS 


l^ltCtKT YOCUM* WV TYP* 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
























































































































































mua 

DIAL ACTIVITY 
CONYINISNCf 


KKNT 

DIAL ACTIVITY 
CGNVEN1INCK 



LIZZZVZLQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 










81 ZZZLS 10 Z 


PALL MALL 


PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



PALL MALL 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

PERCENT VOLUME **Y TYPE 



loN'CMIM 

□ direct hi 
■ rat 

□ OTHER 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 









































































































































































% rrorn mo 


CARLTON 

IN-STORB PROMOTIONAL ACTIVITY 
TOTAL US! WEEK ENDING NOVEMBER 3. t»1 
SUPERMARKETS 


■WIN Ot WAMMT 


CARLTON 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL USi WEEK ENDING NOVEMBER 3, INI 
SUPERMARKETS 

mMM UIMN VM.H 


*WU« Of MAJtKtT 



CARLTON 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



a ? * w 

7 i •» «> 


K e o i n 

4 rt 




CARLTON 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS »mm of mtmn 



61ZZZIZJ.0Z 

CARLTON 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 


i**» 

>*« 


Hu.it 

■UH 
□ UH 
□ll.M 



CARLTON 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

FCUCEMT VOIIJIC BT TTM 



■ o«C**TOM 
Odwct mail 

□ OTHCM 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 








































































































































MISTY 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENOtMa NOVEMBER 3, tMI 
SUPER MARKETS 


MISTY 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL U8: WEEK ENDING NOVEMBER 3, 1**t 
SUPERMARKETS 


Q* IMMIT 



^ • -w J» mm ” mm 

i : c i s i i i s I r s 


i • i z 

*■» < m © 


MISTY 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


% VM.UW ON COUPON 


MISTY 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS ««*»■ or uaMut 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 




















































































MONTCLAIR 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL USl WEEK EKDtNQ NOVEMBER t, 1M1 
SUPERMARKETS 

% rroMi iM 


MMM OF IMMT 



MONTCLAIR 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDfNO NOVEMBER *, 1»1 
SUPERMARKETS 



ji» cm yAi 


MONTCLAIR 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



* VQ4.UMS ON COUMOM 


MONTCLAIR 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS »man* of mm kit 




1-8ZZ£IS10Z 

MONTCLAIR 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



■ 4t M 


MONTCLAIR 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

TTHCIKT TOIUMC FT ITM 


1 •*% 

MV 

• *» 

K • V. 

»•» 

• « 




I VN CAT1M ' 
OoWTECT MAN. 

mrrni 

□ OTHtR 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 




























■PMMOPMMKEr 


BULL DURHAM 

IM-STOfti PROMOTIONAL ACTIVITY 
TOTAL. US: WEEK ENDttta NOVEMBER S, 1M1 
SUPERMARKETS 


«imtn 



sss5;s??s«*sssssssa3KS*i^ = ii»i;i 

? n J 5 H « i I U m ^ M i 5 H k* s J , J U 5 j 



BULL DURHAM 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



ZSZZZiZLffZ 

BULL DURHAM 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



Source: https://www 


« 


% Vd.uwc cm coupon 


BULL DURHAM 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 


•HAM OP MAPI I 



BULL DURHAM 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

HJKiMI VOLUME BY TWt 



ucsf.edu/docs/trym0004 











ZQZZZIZLQZ 


BULL DURHAM 
DEAL ACTIVITY 
CONVENIENCE 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 
















* ncau ns 


KOOL 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENOMa NOVEMBER 3, INI 
SUPERMARKETS 


tWM OS' MAR KIT 


KOOL 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDfNa NOVEMBER 3, 1931 
SUPERMARKETS 

AVKFUH* OOUfWi VAi.UK 


KHAR* OF MARKST 




KOOL 

PERCENT VOLUME SOLO ON COUPON 
SUPERMARKETS 

x v tmM Koto on coupon 


V. VOCUMC ON COUPON 


KOOL 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS kham of uahkjt 



MZZZIZLOZ _ 

KOOL 

PERCENT VOLUME SOLO ON COUPON BY VALUE 
SUPERMARKETS 


KOOL 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 


FtKKin >«.UM KT TYP« 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 









































































































































* lions* m 


CAPRI 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER *> INI 
SUPERMARKETS 


•wn or mammtt 


Ml 
l«.l 
4« I 
94.1 
94.9 
ft.t 
ft • 




CAPRI 


aykhAlM coupon vallmi 


IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER S, INI 
SUPERMARKETS 


IHMtt Cft **A»Wn 




CAPRI 


CAPRI 


PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% VOLUME ftOLO ON COUPON 


% VOLUME ON COUPON 


THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 




S8ZZ£i2ioz 


CAPRI 

^CENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



CAPRI 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

KFKEMT VOLUMt BY TYPt 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 

















































































































































MAU ACTIVITY DIAL ACTIVITY 

CONVtMSNCI CONVTNIIMCI 























VICEROY 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US.- WEEK ENDING NOVEMBER S, 1141 
SUPERMARKETS 


na or kuiut 



VICEROY 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3. 
SUPERMARKETS 

AVCOAQtt COUPON VAiU* 



VICEROY 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% *olim mo on coupon 

:: i- 



% VOtlJM CM COUPON 


VICEROY 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 


bum or iium 









LSZZZiZLOZ 

VICEROY 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



VICEROY 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

PcnccNT v-ocuwe or rvpt 



M OW-CARTON 
OnMCI MW. 

«f*i 
□ orHCM 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 











































































































































































RICHLAND JO'S 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


H VOUMM *Ot.O ON eouMN 


X «MUM ON COUPON 


RICHLAND JO'S 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 


MANS or MAttMST 



88 ZZZVZl^ 

RICHLAND 208 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



RICHLAND 20'S 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

ranCCNT VOtUMK BT TVF* 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 































































































































































RALEIGH EXTRA 

HH-STQRS PROMOTIONAL ACTIVITY 
TOTAL U«: WEEK END I NO NOVEMBER S, 1»1 
SUPERMARKETS 


RALEIOH EXTRA 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER 3, 1M1 
SUPERMARKETS 


S itMl M 


of imdiot 


•«imn coufom vM.ut 


■HANK OF MMtKST 




RALEIGH EXTRA RALEIGH EXTRA 

PERCENT VOLUME SOLD ON COUPON THE IMPACT OP COUPON ACTIVITY ON SHARE TRENDS 

SUPERMARKETS , Trin .„ 0> , L0U>G| , SUPERMARKETS onu^ot 

N VQAWMi (OLD ON COUPON 



MZZZIZLQZ 

RALEIGH EXTRA RALEIGH EXTRA 

PERCENT VOLUME SOLD ON COUPON BY VALUE PERCENT VOLUME ON COUPON BY TYPE 

SUPERMARKETS SUPERMARKETS 

r*nc*NT vcxuMt »r Tfre 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 




































































































■HAW or MWUtKtT 


It 



SELAIR PV 

IN-STORI PROMOTIONAL ACTIVITY 
TOTAL. U*i WEEK ENDING NOVEMBER 3, 1831 
SUPERMARKETS 


•ELAIR PRICE VALUE 
IN-STORE PROMOTIONAL ACTIVITY 
TOTAL USi WEEK ENDING! NOVEMBER 3. 1M1 
SUPERMARKETS 


% ateMa wm 





Q6ZZZIZLQZ 

•* VO.LMM *0*.D ON COUPON 


BEL AIR PV 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 


S VOLUMl ON COUPON 


BELAIR PRICE VALUE 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 







































VICEROY 
DEAL ACTIVITY 
CONVENIENCE 


RICHLAND SO 
DEAL ACTIVITY 
CONVENIENCE 



RALEIGH EXTRA 


BELAIR PV 


DEAL ACTIVITY DEAL ACTIVITY 

CONVENIENCE CONVENIENCE 



1-6ZZ£1.s^q z 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 








































X «TMt« KM 


■VI 

IN'ITORI PROMOTIONAL ACTIVITY 
TOTAL USt WIIK INOtMO NOW MO SR 3. IMt 

VJPCRMARKETt 


•WM or MMMt 



ttHHSSSMSO* >im me 


BVB 

IN-STORi PROMOTIONAL ACTIVITY 
TOTAL USt WEEK ENDINO NOVEMBER *. 19»1 



i 


EVE 


EVE 


PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 

% VOLJMB SOLD M COUTOH 


w volumb om ceuroN 


THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 
SUPERMARKETS 


•HUM Or MARXIT 



H» . .. - . . . .—— — - ---. i 

• ♦ *• 

• » - - 



zszzzizioz 

EVE 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



EVE 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

MlftCSHT VOtUtM BY TYPC 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





















































































































































f 


LARK 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING! SEPTEMBER 1, 1941 
SUPERMARKETS 


LARK 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER a, 1991 
SUPERMARKETS 








M O * O -» H* 


AYO- CPH VAL 


LARK 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



LARK 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 


%. VOLUMt 0*4 COUPON 


SUPERMARKETS 


•hahe Of- market 






<■ m rn O m 


, — — — _ _ - ^ _ - . , ^ ^ P * U O 

^ ^ a ^ s "j T k ** o z o o -j ^ a < a *7 k » < a *7 : < w o a 


£ 62Z£i.C/02 


LARK 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 


t««x 

«•» 

<!■» 

>•« 

• % 



■ «VH 

Dh.w 

■ ««•* 
Bi*.h 

■ mm 

□ lIM 

□ »M 

D«1.M 

1*1 •• 


LARK 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 

PtnCCNT volume by TTWt 



Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 








































































































































2073132294 



4e<*SSS«ilaiB8SSlJSi:St3ia*HS5m&SiSIa* 



»DW*JN*AW0O 

axiauov mo 




Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 



* * 


PYRAMID 

IN-41 TO WE PROMOTIONAL ACTIVITY 
TOTAL USi WEEK EMOttta NOVEMBER S, 
SUPERMARKETS 


»mm or Miwr 



PYRAMID 

IN-STORE PROMOTIONAL ACTIVITY 
TOTAL US: WEEK ENDING NOVEMBER S, 1»1 
SUPERMARKETS 



PYRAMID 

PERCENT VOLUME SOLD ON COUPON 
SUPERMARKETS 



7 » J 7 7 < « z o 

S ** i « * — w wi 

" ™ f* ^ ^ — 

S6ZZ£L£iqz 


: sI ?s» s 

* 7 7 « •> ? * 


PYRAMID 

PERCENT VOLUME SOLD ON COUPON BY VALUE 
SUPERMARKETS 



PYRAMID 

THE IMPACT OF COUPON ACTIVITY ON SHARE TRENDS 



<«JO I O a 7 u- 7 


7 7 ■« « 9 




PYRAMID 

PERCENT VOLUME ON COUPON BY TYPE 
SUPERMARKETS 


FfKEMT VOL DM If TYPE 




1 


1 





KMmi *v Hoummo i>ai«i 


Source: https://www.industrydocuments.ucsf.edu/docs/trym0004 





































































